Taking Mobility to Endless Possibilities

mMake every day
a cyber monday

In-store mobile technology can make every day the biggest
shopping day of the year. Shoppers are eager to see more
technology in stores and retailers are reaping the benefits.
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Retailers are deploy.? in-store mobile technology to satisfy the
demands of their customers. Within a few years there will be billions
of Internet of Things (loT) endpoints and devices deployed into retail
settings. To be properl 2, all of these new endpoints, device
and systems will require se : gement.




Millennials are ecomm sales

driving the trend | have doubled
toward more

online sales in 5 years

the retail big picture

Consumer spending habits are driving increased retail sales year over year. Brick and mortar
is still the king, but online shopping is growing quickly and more consumers are using their
mobile devices to improve their shopping experience and make purchases.

el + - US Annual Total Retail sales have grown from $3.8 trillion in 2010 and are expected to
. < surpass $6 trillion by 2020*

 Annual e-commerce sales have doubled over the last 5 years, from $170 billion in 2010 to
$345 billion in 2015*

and is expected to reach 11% by 2018, a total of around $414 billion*

These trends are consistent outside of the US. According to the Centre for Retail Research
(www.retailresearch.org), the 2015 European e-commerce year to year growth rate was 18.4%,
and the e-commerce percentage of total annual retail sales was around 8.4%.
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*According to the US Census Bureau




about

10%

of total retail sales
are conducted online

| .

V)




trust in mobile shopping is growing

Consumers are becoming more comfortable using mobile devices for their shopping. As their trust builds, they will progress from
using their smartphone for pre-shopping activities, to using them to shop for goods and eventually to purchasing goods and services.

SHOP

Ws50%
9 o % of consumers are using their

smartphone to shop for goods and

services. Mobile devices currently
account for approximately half of

of smartphone owners

use their devices for

pre-shopping activities

Sales by mobile
device increased
by 30% from
2014 to 2015

e-commerce shopping traffic

Location / directions,
store hours

Compare prices

and find deals

Product information,
availability and reviews

PURCHASE

‘ 36%
of online sales are made by mobile

device sales become the norm

1 Source: Google Shopper Marketing Council 2 Source: IBM Digital Analytics Benchmark 3 Source: IBM Digital Analytics Benchmark



shoppers are seeing more in-store
mobile technology

Despite all the new devices, applications and technology, consumers have very basic goals when it comes to shopping; They want

their shopping experience to be fast and easy, and they want the best deals possible. In SOTI’s recent retail mobility studies, shoppers
are seeing more in-store mobile technology.

a

55% L1 57% »°

Mobile point of sale (mPos) In-store kiosks

4% | 21%

Barcode scanners

Tablet Interaction (In-store Surveys)

Source *SOTI retail mobility survey (The Changing Face of the Shopping Experience)



shoppers are seeing in-store
technology in more places

Shoppers are getting used to seeing more and more retail technology. Restaurants are using mPOS
at the table to improve operational efficiency (customer turnover) and keep their guests happy,
while storefront retailers use mobile devices to deliver a unique shopping experience in their aisles.

Restaurant

Big Box Retailer

Electronics Retailer

Department Store

Hotel

Clothing Store

All Location Average

Grocery Store

Sports, Leisure & Fitness Facility
Car Dealership / Service Shop
Health and/or pharmaceutical

Cosmetic Retailer

Source *SOTI retail mobility survey (The Changing Face of the Shopping Experience)
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consumers want more in-store
mobile technology

We know that consumers are
experiencing more in-store
mobile technology in more
places, but they still want more.

Instant discounts

Coupons/vouchers

Order online if not available Of COHSU mel’S
in store

Store navigation, wayfinding Wa nt mOl’e

and mapping

S in-store mobile
comparison shopping so|utions

*SOTI retail mobility survey (The Changing Face of the Shopping Experience)



of consumers would
rather shop where
there is in-store
technology
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GV shoppers prefer mobile |

:
‘ﬁj& point of sale (MPOS)

Shoppers are becoming very familiar with

mMPQOS. They are seeing it in restaurants,

hotels, electronic retailers, big box stores,
' clothing stores and department stores.

Over the last year, an increasing number of
consumers (47%, up from 34% in 2014) say
that the presence of mPOS is a factor on
where they shop.

*SOTI retail mobility survey
(The Changing Face of the Shopping Experienc‘

Their reasons are;

Faster checkout times, no lineup
Personalized service, superior customer
service

Digital receipt options

More informed on-floor sales staff

SOTI
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MPOS security
IS @ concern

Shoppers want their personal
information and financial data to
remain secure, and if it isn’t, they
will take punitive action

Shoppers are concerned about the privacy of their financial

data and the potential sale of personal information to marketing
or third-parties. Most shoppers claim that their retailer has
adequate security and privacy safeguards in place for their mobile
technology and mPOS. However, trust only goes so far. Many

say that they would be unlikely to do business with a retailer if
they thought they did not have adequate security precautions

in place, or if they had suffered a security breach of payment or
personal information. If a retailer leaked the customer’s payment
or personal data, they would;

Pursue legal action

Boycott shopping at this retailer
Expose via social media

Tell friends and family

*SOTI retail mobility survey (The Changing Face of the Shopping Experience)

3%

of respondents think that
in-store mobile must
include.data security
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shoppers want a
consistent retalil O .
experience O

Whether a customer is shopping online via the web, on their

smartphone or physically in a store, they want a consistent user want a consistent, branded
experience across all channels and devices. In an ideal world, . .
the shopper will transition between the different channels at will Shopplng experlence aCross

to make their purchase experience wherever they are the most
comfortable.

all channels

Retailers are seeing two growing shopping trends

Show Rooming Web Rooming

Research a product online

including user reviews and

price comparison, and then
purchasing the item within
the physical store.

Examine and size the
merchandise within the
brick and mortar store
before price checking and

purchasing the product
online.

*SOTI retail mobility survey (The Changing Face of the Shopping Experience)
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the future of retail technology

$20 Billion

“things” will beyconnected by 2020**

Retailers are embracing mobile technology in all
areas of their operations. The most promising area
for investment is around the IoT. In the |oT, we

will see billions of diverse endpoints and devices
connected together to create complex systems
that can sense for themselves and use analytics
and business intelligence to respond appropriately.
These adjustments and events will happen without
any human intervention, faster than any human

is capable of, and maybe without any human
awareness.

Over the next five years,
global retail IT spending
IS projected to almost
quadruple*

In addition to conventional technology like laptops,
smartphones and tablets, retailers will be spending
their budgets on;

* Bluetooth beacons

* RFID technology

« mPOS solutions

*  Wearables

* Augmented reality devices like smart mirrors
* Big Data

*Juniper Research / **Gartner




what are bluetooth beacons?

Beacons are low-cost, low-powered transmitters equipped with Bluetooth Low Energy (BLE)
that can be used to invoke proximity-based, context-aware messages out to a range of 70
meters. Consumers are excited by the potential beacons have to offer for customized offers *
and proximity based discounts, but worried about the pervasive nature of Bluetooth beacons

and their ability to track their movements. Fortunately, there are multiple layers of “opt-in”
required for Bluetooth beacons to work.

Presence of relevant application BLE beacon deViceS

Compatible Bluetooth activated on mobile device

1.
2.
3. Allow location services through the relevant app |n ma rket by 201 9.
4,

User must opt-in to receive notifications

Beacons are very versatile and it seems like new applications are appearing
every day. Some of the more common applications are:

Beacons located on the outside of A retailer can track the shopper’s
the store can invoke a message on a movement through the store to see
shopper’s device about a special “walk- which aisles customers do not visit.
in” promotion and discounts.

As they leave the store, customers

Shopper is greeted as they enter the are thanked and asked to review the
store directing them to the product they product or store and can be rewarded
viewed online. with a customized coupon.

In the store aisles, a shopper’s
proximity can invoke additional offers
and discounts or related products or
inventory overstock.

Source: ABI Research
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RFID expedites the supply chain

RFID may be old news, but it is also a proven benefit to supply
chain automation. Retailers are leveraging their RFID investment
into store aisles to deliver real-time insight into stock and
inventory.

Radio Frequency ldentification (RFID) technology is not new.
This technology has been around for over 30 years. In basic
terms, RFID uses radio waves to identify and track objects using
embedded tags. There are two main types of RFID tags;

Active

Typically longer range and more expensive, active RFID tags
include a transmitter and their own power source to broadcast

a signal to an RFID reader. A passive RFID tag does not have a
battery, but draws its power from the reader to send out its signal.

Passive
RFID is shorter range, but unlike barcode scanning,
does not require line of sight.

RFID is very popular in the retail industry and has been used to
track inventory across the supply chain. Increasing its popularity
in the store allows shoppers to interface with kiosks and quickly
identify a product and check inventory. When used in conjunction
with smart shelves, RFID tags can provide real-time inventory
management and help prevent “shrinkage” and theft.

*SOTI retail mobility survey (The Changing Face of the Shopping Experience)

S54%

of shoppers surveyed want
to see more location-based
technology

14



kiosks add value throughout the store

A kiosk is a dedicated purpose computing device, usually a tablet, which provides help to a shopper without allowing them to
access other features and functions on the device. In-store kiosks can improve the shopping experience in many ways.

0%

of consumers would prefer to use

an in-store kiosk over speaking
with a store employee

*SOTI retail mobility survey (The Changing Face of the Shopping Experience)

Navigation - The shopper can use the device to search
for a product and then locate where it is displayed in
the store.

Product Information - When integrated with a barcode
scanner, or RFID reader, a kiosk can quickly identify a
product to report pricing, inventory level and detailed
product data such as reviews or warranty information.

Price Comparison - Allows the shopper to do product
price comparisons.

Loyalty Program Registration -Customers can enroll
into your loyalty program quickly and easily.

Ordering - Allows customers to order online when a
product is out of stock.

15
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- SOTI secures it all

I‘_ J Retailers are deploying more
I — smartphones and tablets as Point
- ‘_l_ “  of Sale terminals must adhere
|_ to the Payment Card Industry
- Data Security Standard (PCI
- DSS). These guidelines state that
every merchant is responsible to
“take steps to establish and maintain the security of
any mobile device being used as part of a payment
solution. SOTI delivers comprehensive security for all
retail mobile devices. We enforce device authentication,
data encryption and manage certificates to prevent
unauthorized device use and data loss on the device
or over the air. SOTI tracks lost or stolen mobile devices,
and if required, we can shut devices down or wipe them
in the field.

D SOTI manages it all

k deploying many new loT endpoints
with different capabilities and diverse
connection standards throughout the
entire retail supply chain. However,
retailers still want to deploy and
manage company applications and content through a
centralized, configurable and scalable system. SOTI makes
mobility management easy. We provide a 360° view of
mobility management across the entire retail supply
chain. We help streamline retail operations, protect

data & devices, and empower store employees to
keep pace with the customer’s growing expectations.

Retailers are looking to advance
D their mobility strategy. In addition
to smartphones and tablets they are
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experience managing mobility

B 16k /T or\20+yrs

enterprise customers

countries
Partners

Languages Supported

German, Spanish, Portuguese, Brazilian Portuguese, Turkish,
Chinese Simplified & Chinese Traditional, Italian, Korean, French,
Japanese, Hungarian & Russian

Indqstry Ac_credltat[on Servicing Fortune 500
Recognized as a leader in EMM

Winner of numerous awards & acclaimed Customers in a I I ve rtica IS
by leading industry analysts

SOTI is a proven innovator and UEM industry leader. Over 16,000 companies globally rely on SOTI for their diverse
mobility management needs to fuel differentiation and take mobility to endless possibilities.

SOTl.net
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